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PLANNING AND PROFITABILITY
Attending management of an accounting practice 
conferences is a great way to share information and 
ideas with practitioners from around the country. 
Participants can ask questions and find out how 
others solve problems and run their practices. The 
following questions were asked at various AICPA 
MAP conferences. Our editorial advisers respond.
Is there a special way to plan for growth—to 
double revenue in five years, for example?
Richard A. Berenson, a New York City, practi­
tioner, says that a doubling of revenue in a five-year 
time frame would take a major marketing cam­
paign. Prior to any new-client efforts though, he 
says, the first step should be to strive to increase rev­
enue from present clients. In addition, all members 
of the firm would need to be made aware of the 
growth goals because such a marketing program 
would require everyone’s cooperation. Another 
essential ingredient, according to Mr. Berenson, 
would be a monitoring capability to enable the man­
aging partner to review results on a periodic basis.
Predicting such revenue growth is difficult. 
Abram J. Serotta, who practices in Augusta, 
Georgia, says that the planning process would need 
to include a staff plan so that you can service the 
increased revenue. He asks, “How many CPA firms 
hire additional staff in excess of their needs before 
tax season?" If a firm is to grow during tax season 
(the most likely time that clients switch), says Mr. 
Serotta, the firm must have staff. Mr. Serotta thinks 
that once you have a staff growth plan in place, you 
are then in a position to discuss marketing.
One idea Mr. Serotta suggests might be to assign a 
quota each month to obtaining five new corporate 
clients generating, say, between five and ten thou­
sand dollars each. The quotas and goals will help in 
the efforts to double revenue. Mr. Serotta says this 
should be in addition to activities aimed at increas­
ing revenue from present clients.
Robert L. Israeloff, a Valley Stream, New York, 
practitioner, says that when planning growth, it is 
important to plan for increased profits, as opposed 
to merely planning for doubling revenue in a certain 
time frame. He says it may be nice to budget the 
increased revenue in an orderly manner, but it may 
not be practical. Certain things may happen that are 
beyond ones control. Nevertheless, if revenue pro­
jections cannot be met, then certainly expenses can 
be controlled.
There is no magic formula, though. Instead, 
Sidney F. Jarrow, an Elmhurst, Illinois, practitioner, 
believes in management by objectives and firm 
commitment. To increase profits, he says, bill 
aggressively and not defensively. Find new market­
ing niches and sell present clients additional ser­
vices they can use. To reduce expenses, he advocates 
using labor more effectively.
H.W. Martin, a retired practitioner from Rome, 
Georgia, also doubts that there is a special way to 
plan for such growth. He says that there are many 
factors that change a business over a five-year time 
span, such as the countless mergers that have 
involved local accounting practices, to make such 
planning impossible. Long-range planning for 
nebulous goals is not practical, he says, but such 
planning is necessary for events that will happen, 
such as every partner leaving at some time.
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Mr. Martin recommends that CPAs spend more 
time on short-term planning for today, tomorrow, 
and next week. Doing a good job with your present 
time will assure a better future, he says.
What are the critical factors to monitor?
Mr. Jarrow suggests looking at write-downs and 
write-ups, profits before partners’ salaries, gross 
billings per partner and per employee, then at gross 
profit per partner and per employee.
Mr. Israeloff says that the key fact or statistic to be 
monitored regularly is the percentage of chargeable 
time of staff and partners. This statistic still reflects 
the “bread and butter" of our profession, namely, the 
utilization of our people, he adds.
Mr. Israeloff suggests that if staff members get 
below seventy-five percent chargeable, start looking 
at their activities and productivity. He says there 
may be good reason for the lower chargeable time, 
such as practice development or state society 
activities, but the percentages must be recorded. If a 
line partner falls below sixty percent chargeable 
time, then, he says, the managing partner must 
investigate.
What percentage should net income and staff sal­
aries be of gross billings?
Mr. Israeloff believes that staff salaries should not 
exceed thirty-five percent of gross billings. He 
includes all salaries, professional and admin­
istrative, and says that Israeloff, Trattner & Co. aims 
for thirty percent, and also targets forty percent net 
income.
Mr. Berenson thinks staff salaries should be 
approximately thirty-five to thirty-eight percent of 
revenue, and suggests thirty to thirty-three percent 
for net income.
Focusing on a percentage of gross billings for net 
income and staff salaries can be dangerous, though, 
according to Mr. Serotta. Each firm is different, he
Plan Your Continuing 
Professional Education
AICPA CPE Conferences Calendar
1989 Tax Season Survival Conference
January 9-10, 1989—Orlando, FL
January 19-20, 1989—Scottsdale, AZ
2nd Annual Building and Managing
a Successful Tax Practice Workshop
April 27-28, 1989—Tempe, AZ
Tax Strategies for the High Income Individual
May 11-12, 1989—Chicago, IL
June 1-2, 1989—Orlando, FL
1989 National Banking School
Level I May 14-18, 1989—Charlottesville, VA
Level II June 11-15, 1989—Charlottesville, VA
AICPA National Conference on Divorce
June 1-2, 1989—Las Vegas, NV
1989 AICPA Annual Microcomputer 
Conference & Exhibition
June 12-14, 1989—Chicago, IL
National Tax Education Training Program
Level I June 12-16, 1989—Urbana, IL
Level II June 19-23, 1989—Urbana, IL
Level III July 10-14, 1989—Urbana, IL
Level IV July 17-21, 1989—Urbana, IL
Level V July 24-28, 1989—Urbana, IL
National Accounting & Auditing Advanced
Technical Symposium
June 26-27, 1989—Washington, DC
July 10-11, 1989—Las Vegas, NV
12th Annual Advanced Estate Planning Conference
July 26-28, 1989—San Diego, CA
For more information or to be put on our priority 
mailing list, contact the AICPA, CPE Division, tel. 
United States (800) 242-7269, New York State (212) 
575-5696. □
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says. For instance, the number of partners to staff 
will affect the amount of net income. If a firm takes 
in a partner before achieving billing criteria, then 
obviously its net income per partner will be less. 
This may be done because the firm is young, or 
because the partners desire to recruit and retain 
staff by advancing people to partner at a faster pace 
than other firms.
Mr. Serotta says that staff salaries as a percentage 
of billings probably run between thirty and thirty­
seven percent. This again is affected by the type of 
practice and the partner/staff ratio. If there are few 
partners doing productive work, staff salaries may 
be higher. If, on the other hand, there is a substantial 
number of productive partners and few staff, the 
salary percentage would be lower. Also, keep auto­
mation in mind, he says. Progressive firms that 
make full use of the latest computer auditing and 
tax packages should find that salaries are a smaller 
percentage of their total billings than firms that are 
less automated. [7]
Managing Financial Wellness
Many software programs become "shelfware," that 
is, they sit idly on a shelf because they are too com­
plicated for the average user to understand. So when 
developing the "Home Financial Organizer," I deter­
mined that the product should offer clients an easily 
learned way to track cash flow, while providing a 
database for business and personal records.
It occurred to me while developing this product 
that people who manage successful careers and 
businesses, frequently don’t manage their personal 
resources and finances as readily. CPAs are no excep­
tion to this. It occurred to me, also, that there are 
similarities between the principles of physical well­
ness and financial wellness. Just as ones physical 
wellness requires a commitment to maintaining a 
balanced diet and a program of regular exercise, so 
does financial wellness require one to commit time 
on a regular basis to a review of personal finances 
and the setting of goals and objectives. Of course, a 
hard part of any wellness program is getting 
started. Following, are twelve steps on the road to 
financial wellness that all can take:
□ Commitment. Both spouses or the head of the 
household must commit to devoting uninter­
rupted time to a regular review of the family’s 
finances. Commitment requires discipline.
□ Know how money is spent. A key element is 
knowing one’s cash flow—how discretionary 
income is spent, as well as meeting fixed obli­
gations. The goal should be to make con­
scientious buying decisions.
□ Know credit card buying habits. Credit card 
purchases should be for convenience, not for 
debt financing. The goal should be to pay credit 
card purchases on a current basis.
□ Set financial goals. Financial goals should be 
developed for the next six months, one year, 
three years, and five years.
□ Compare expenditures to financial goals. 
Monitoring total expenditures with estab­
lished financial goals should be continuous.
□ Determine assets. It is important to determine 
assets accumulated to date and to inventory 
them.
□ Determine liabilities. Summarize liabilities 
such as bank debt, real estate mortgages, and 
unpaid credit card purchases. Include con­
tingent liabilities such as bank loan guaran­
tees.
□ Review insurance policies. Life, disability, lia­
bility umbrella, hospitalization, and auto­
motive insurance requirements should all be 
reviewed. Coverage should be consistent with 
financial goals, and insurance on any children 
considered. Finally, a list of all insurance pol­
icies, insurance companies, policy numbers, 
and insurance agents should be compiled for 
future reference.
□ List all professional advisors. Maintain a list­
ing of names, addresses, and phone numbers 
for all professional advisors such as attorney, 
CPA, financial planner, and insurance agent.
□ Review wills. Reviewing wills is particularly 
important because of changes in the tax law, 
and because of changing circumstances.
□ Hold a family retreat. Take advantage of hotel 
weekend rates to get away from interruptions 
at home in order to review the steps to financial 
wellness. The true state of the family’s finances 
should be openly discussed, and the reality of 
the financial goals assessed.
□ Hold periodic meetings. There should be reg­
ular meetings between client and financial 
advisors to review the information accumu­
lated in steps two through ten.
We all tend to procrastinate if something does not 
seem to be particularly urgent. But each day we delay 
is simply delaying our families’ start in achieving 
financial wellness. The twelve steps just described can 
lay the groundwork to improved financial strength 
and better planning for the future not just for our 
clients, but also for ourselves. What is required is a 
commitment to taking the first step. [7]
—by Charles H. Armstrong, Jr., CPA, Armstrong 
Financial Organizer, Inc., 5950 Berkshire Lane, L.B. 
59, Dallas, Texas 75225-9990, tel. 800-451-2856.
Practicing CPA, December 1988
4
Survival and Success Strategies (Part 2)
The first part of this article, in the November issue, 
dealt with the role of strong management and niche 
marketing, and the need for profitability if firms are to 
survive and prosper in the years ahead. This part will 
focus on partners.
Partner compensation
The consultants unanimously counsel firms against 
having an equal compensation system. They say that 
one of the reasons some firms don’t truly operate as 
businesses is because they don’t adjust compensa­
tion to reflect the impact individual partners and 
staff members have on the long-term growth and 
profitability of the firm.
Many of the consultants reported that they see a 
trend away from compensating partners equally, 
however, and away from compensation systems 
based on seniority. They say that there is a growing 
acceptance of performance-based compensation, 
even by partners who have been in the profession 20 
to 30 years.
Separate the issues
There are a series of issues which should be consid­
ered separately when determining compensation, 
but many firms tie them together. Firm ownership is 
different than voting on the majority of issues that 
come before the partnership, for example. So are the 
annual compensation to which the partner is 
entitled, the partner's capital contribution and the 
return on it, and how a partner’s retirement benefits 
are structured. These issues should be treated sepa­
rately.
The client service partner is 
particularly valuable.
The consultants suggest that a compensation sys­
tem contain the following three components:
□ Ownership and a return on invested capital.
□ Market value, that is, the annual worth of a 
particular partner’s services. This can be calcu­
lated by determining how much the partner’s 
services would be worth to a competitor.
□ Bonuses for extraordinary services performed 
during the year.
Several of the consultants expressed reservations 
about the use of bonuses, believing that these are 
often perceived as something due rather than 
earned. One alternative suggested is for a discretion­
ary fund to be set up which the managing partner 
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could distribute strictly on current-year perfor­
mance in excess of standards for that year.
A model partner compensation system
According to the consultants, one well-received 
compensation system is a multilevel one arranged 
as follows:
□ First level. Return on partners’ capital paid at 
prime rate plus three percentage points.
□ Second level. Salary, with consideration given 
to management responsibilities and contribu­
tion to firm profitability.
□ Third level. Bonus program based on current­
year performance only. Distribution totally at 
the discretion of the managing partner.
□ Fourth level. A portion of the excess profits 
(deficits) is allocated to partners in proportion 
to their salaries.
□ Fifth level. A portion of the excess profits (defi­
cits) is allocated to partners in proportion to 
their capital.
The panel agreed that in the typical successful 
firm, the compensation of the highest-paid partner 
is at least 2½ times that of the lowest-paid partner, 
but is usually not more than 4 times as much. One 
practice encouraged by the consultants is to allow 
senior managers to invest in the partnership. This 
gives them some lead time in which to accumulate 
their capital contribution, should they be offered 
partnership.
Ways to determine compensation
The consultants discussed the “slip of paper’’ 
method of distributing profits (see the August 1988 
issue, page 6), and those who had experience with 
the practice agreed that it works remarkably well. 
The average of recommendations are usually within 
acceptable limits, and can either be the basis for the 
final determination of partners’ compensation or a 
significant tool for the compensation committee or 
managing partner to use. At larger firms, where all 
partners’ values to the firm are not known, a similar 
exercise could be effective at the department or 
office level.
Common characteristics of successful partners
While skill in practice development is important 
and technical competence is an assumed quality for 
all partners, the partner skilled in client service is 
particularly valuable when it comes to client reten­
tion. For the most part, clients aren’t in a position to 
accurately assess technical competence. What cli­
ents are aware of, though, is when a partner doesn’t 
return their phone calls, or when their financial 
statements are late. The clients simply don’t feel 
valued.
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The group concurred that fees are rarely the pri­
mary reason why clients change CPA firms. Often it 
is really the imbalance between the perception of 
value received and fees charged. In many instances, 
clients would actually pay more and ask for more 
services if only the CPA spent more time developing 
and nurturing the relationship. 0
—by Allan D. Koltin, CPA, Practice Development 
Institute (PDI), 401 North Michigan Avenue, Chicago, 
Illinois, 60611-4240, tel. (800)227-0498; in Illinois, 
(312)661-0300
Editors note. Mr. Koltin would like to thank the follow­
ing individuals who participated in the roundtable: 
August Aquila, Gene Cohen, David Cottle, David 
Donaldson, Don Faber, Irwin Friedman, Donald 
Jenkins, Charles Larson, Bob Martin, Jay Nisberg, 
Michael Schoenecker, Donald Scholl, and Morrey 
Shifman.
The Accountant as Diagnostician
Would you like to be confident that each time you 
made a presentation to a prospective client, you 
control the meeting? You can be in control if you 
learn to ask the right questions at the right time. The 
interview process should occupy most of the meet­
ing time, and the prospective client should do most 
of the talking. More often, though, people spend 
more time expounding on what they have done for 
others. This is a mistake. Prospective clients are 
primarily interested in what you can do for them.
When I conduct training seminars on selling and 
personal marketing skills for accountants and other 
professionals, I suggest they draw an analogy to the 
doctor-patient relationship when considering the 
interview phase of a presentation. Physicians spend 
most of their time examining patients and asking 
questions. They spend little time in writing out pre­
scriptions, and in explaining the cures they have 
effected. They ask questions because it is necessary 
for their diagnoses. Equally important, they con­
dition their patients to accept both the diagnosis 
and the prescription. Therefore, only by asking the 
right questions can you diagnose the prospective 
clients specific situation and needs, and effectively 
present your strengths.
By having both the ability and the willingness to 
ask questions, you will acquire a wealth of useful 
data. You will show your interest, draw the buyer 
out, and develop a working relationship. In addition, 
if you do it right, you will gain control, credibility, 
and perceived equality.
□ Control. When you ask someone a question, 
you are in effect dictating who will speak, on 
what subject, and when. If you are concerned 
about the length of the response, you can inter­
rupt and ask another question. You could, for 
example, say, You just said something that trig­
gered a thought, and ask another question. You 
maintain control.
□ Credibility. When you ask incisive, perceptive 
questions, the other party soon realizes that 
you know the subject and that you are thor­
ough. You gain credibility. There is no need to 
tout your abilities.
□ Perceived equality. As a professional in your 
own field of expertise, you have a considerable 
amount of knowledge, information, and data 
on which to draw. In most situations, you know 
more about the topic at hand than the majority 
of people with whom you are speaking.
You are due equal standing with potential buyers. 
Give the buyer credit for knowing his or her busi­
ness, but give yourself credit, also, for knowing 
yours. What needs to be established is a sense of 
equality.
The art of asking questions
To clear the way for an effective interview, first ask 
prospective clients if they mind if you ask questions. 
Most will probably say, Of course not, go ahead. By 
getting permission to probe, you won’t appear 
pushy and will most often find that people tell you 
their needs. Specific answers and insights will fol­
low as long as you maintain an empathetic attitude.
Start the interview with general, open-ended 
questions that elicit discussion. Don't ask questions 
that can be answered with only one word. You could 
for example, use the best/worst method. First, ask a 
series of questions to find out what the other party 
likes best about a service or product. Then find out 
what they don’t like about it.
One of the greatest strengths you have going for 
you is being able to walk away from potential clients 
if you can’t provide a service that meets their needs. 
This is not only an ethical necessity, but also a mar­
keting asset—one that gives credibility and 
authority to your presentation.
Being able to walk away is quite different from 
displaying your services like merchandise in a 
bazaar. That, in effect, says, Here’s what I’ve got. See 
anything you need?
The last point is absolutely central to selling your 
services. The objective of the interview is not to sell. 
It is to find out what the client or potential client 
needs or wants. If you arrive at that point and 
respond effectively, you are likely to close the 
deal. 0
— by Mike McCaffrey, P.O. Box 4101, Laguna Beach, 
California 92652, Tel. (714) 497-6616
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Light Lightning
A flash of lightning or the crash of thunder is a vivid 
reminder to install surge protectors and sup­
pressors or uninterruptible power supply devices to 
prevent damage to computer equipment. There is a 
"light" lightning, however, that while not as spec­
tacular as the bolt in the illustration, may actually 
cause more damage to electronic circuits.
Many people underestimate the destructive 
effects of static electricity—the "light” lightning. 
"Yet," explains Len Meissner, a specialist in the 
Memory Technology Group Laboratory of 3M Com­
pany in St. Paul, Minnesota, "it requires 30,000 volts 
for a spark to jump one centimeter. And on a really 
dry day, a spark can jump that far." He says that is 
why integrated circuits (ICs) are packaged in con­
ductive material for shipping. A static discharge 
into an IC’s leads could destroy the chip. Outside the 
equipment, these chips are especially vulnerable. 
Even placing a charged foam coffee cup within two 
inches of a circuit board could destroy the ICs on it.
Earlier integrated circuits that were less densely 
packed with circuitry could withstand static 
charges up to 1,000 volts. New technology has 
increased the power of ICs, allowing more devices to 
be installed on one. The increased power has also 
resulted in a proportionately smaller voltage being 
able to damage one, however, perhaps as little as 100 
volts in an unprotected IC.
Mr. Meissner says that once installed in a com­
puter, more than 100 volts are needed to destroy a 
chip, but "light” lightning can still damage elec­
trical circuits. Static can also affect magnetic media 
such as floppy diskettes or large-capacity fixed 
disks, altering data or irrevocably freezing the oper­
ation of a program.
A spark of electricity goes to ground via the path of 
least resistance. When that path is inside a com­
puter's integrated circuitry, the effect could be com­
pared to eroding a hole in a dike. Every succeeding 
spark opens the hole a little larger and weakens the 
dike (the IC) a little more, causing sporadic prob­
lems. Finally, the IC breaks, requiring expensive 
repair and replacement of the affected part. Static 
buildup may even make dust stick to floppy dis­
kettes, which could lead to data loss or head wear. 
Mr. Meissner explains, however, that the magnetic 
coating on diskettes is conductive and this reduces 
the chance of this happening.
There are a number of methods available to 
reduce the possible damage caused by "light" light­
ning. Antistatic sprays can be used on a regular 
basis, and some specially treated carpets drain 
static out of the person using the machine.
Some people believe it is better to remove static at 
the electronic instrument. Static mats are placed on 
workbenches in manufacturing plants and elec­
tronic workshops, so that individuals working on 
integrated circuits can drain static constantly. 
Workers may even wear grounded wrist straps for 
further protection.
In offices, antistatic mats are being installed 
under electronic typewriters, microcomputers, and 
other electronic equipment. Designed to extend out 
on all sides of the equipment for easy, constant con­
tact, the mats are commonly grounded to an elec­
trical outlet via the screw that holds on the outlets 
faceplate. A resistor in the grounding cord slowly 
drains out static when the user touches the mat. This 
is preferable to discharging it in a short, sharp, and 
sometimes painful "zap."
Other ideas include grounded static strips such as 
3M’s "First Touch" static control keyboard strip. 
Made out of the same materials as a mat, such strips 
are placed on machines where users can rest their 
thumbs or palms on them—thus ensuring a con­
stant drain of static.
By the way, where the dust on your computer 
monitor is concerned, high voltage in the picture 
tube, rather than static is the villain. In this 
instance, an antistatic screen cleaner such as "Clean 
‘N’ Safe" should reduce the attraction to dust and 
help improve visibility. □
—by Dale Archibald, P.O. Box 6573, Minneapolis, 
Minnesota 55406, tel. (612) 724-8917
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Subject Index 
January 1988 to December 1988
Accountancy Profession
The Accountant’s Index. (Authoritative guide to 
accounting and related-subject literature.) October, 
p.8.
Attracting Students to the Profession. (One state 
chapters activities.) March, p.6.
Highlights of Recent Pronouncements. February, p.3; 
May, p.3; August, p.3; November, p.3.
Local Governmental Accounting Trends and Techniques. 
(A survey of the accounting and reporting techniques 
followed by local government entities.) October, p.3.
State Accountancy Laws Digest Published. (A summary of 
the principal legal requirements governing the licensing 
and regulation of accountants.) September, p.6.
Professional standards
Internal Control and Small-Business Audits (Part 1).
Alan J. Winters. June, p.1.
Internal Control and Small-Business Audits (Part 2).
Alan J. Winters. July, p.6.
Firm Management
A Look at the Financial Benchmarks of Public 
Accounting Firms. (Practice management survey.) 
Carlton D. Stolle and Sanoa F. Hensley. April, p.4.
A Look at Local Firms in North Dakota. (Practice 
management survey.) Hans V. Johnson. October, p.6.
Managing for Profit. (The system and attitude required.) 
Harvey A. Goldstein. January, p.1.
Managing Rapid Growth. (Analyzing and addressing 
problems.) Jerell A. Atkinson. August, p.1.
Planning and Profitability. (Ideas on increasing revenue 
and profits.) Editorial advisors, December, p.1.
Service is the Key to the Bottom Line. Abram J. Serotta.
October, p.1.
Survival and Success Strategies (Part 1). (Strong 
management, niche marketing, firm profitability, and 
client service.) Allan D. Koltin. November, p.1.
Liability
Some Ways to Control Malpractice Costs. April, p.2.
Partners/Partnerships
Another Approach to Partner Compensation. Donald B.
Scholl. August, p.6.
Fast Plus. (A form to help identify potential problems in 
a merger.) Albert S. Williams. October, p.6.
Partner Compensation. Morrey Shifman. March, p.4.
Survival and Success Strategies (Part 2). (Compensation 
and client service.) December, p.4.
Personnel
Benefits
Improving Your Firm’s Quality of Work Life. (Assess 
your work climate.) John S. Compere. March, p.1.
Two Tips for Eye Safety. Melvin Schrier. July, p.5.
Firm administrator
Should Firm Administrators Be Chargeable? Charles B. 
Larson, Jayne E. Osborne, and Marc L. Rosenberg. 
October, p.4.
Recruiting/training/retaining
Attitudes and Actions. (How management attitude 
affects staff performance.) John B. Sperry and Wallace 
R. Johnson. September, p.4.
How to Avoid Being Sued by Job Applicants. (Questions 
on firms’ job application forms can cause problems.) 
James G. Frierson, Thomas E. McKee, Paul E. Bayes, 
and James P. Jolly. September, p.1.
How to Use the AICPA's Accounting Testing Program.
Beatrice C. Sanders. October, p.3.
Plan Your Continuing Professional Education. (1989 
calendar of AICPA CPE conferences.) December, p.2.
Turnover: Closing the Revolving Door. (A staff retention 
program.) Robert J. Gallagher. May, p.1.
Why Staff Doesn't Bring in New Clients. (Training staff 
in client development.) Donald B. Scholl. June, p.7.
Practice Growth and Development
The Key to Client Satisfaction. (Clients’ expectations 
and perceptions.) David W. Cottle. February, p.1.
The SBA’s PASS System for Small Business. (Directory 
of small business suppliers.) July, p.8.
SCORE Helps CPAs Serve Small Business. (Free 
counseling from the SBA’s Service Corps of Retired 
Executives.) Cye Landy. June, p.3.
Using the Z Score for "Going Concern" Considerations. 
(A look at a model that can provide warnings and 
assurances.) William H. Fisch. July, p.3.
What Do Clients Expect from Their CPAs? (How clients 
judge performance.) David W. Cottle. July, p.1.
Com munication
Some Moving Experiences. (Creative announcements of 
moves to new locations.) November, p.6.
Why Not Turn "Casual Conversation" into Billable 
Events? (Using a follow-up form to record a meeting 
can mark the beginning of service to the client.) 
Morrey Shifman. January, p.7.
Computers
Accountant's Trial Balance. (Information on the AICPA’s 
software program.) July, p.4.
American and Canadian Accounting Software 
Agreement. (American and Canadian Institutes to 
share each other’s auditing and financial analysis 
software.) March, p.8.
Data Transmission. (How to mail floppy diskettes 
safely.) Dale Archibald. August, p.7.
Desktop Publishing. (Using computer equipment to 
produce a quality newsletter.) Richard A. Berenson. 
January, p.4.
The Language of Desktop Publishing. (Some of the 
terminology used in desktop publishing software.) 
January, p.6.
Letter to the Editor (Selection of Computerized 
Accounting Systems). Manfred E. Philip. January, p.3.
Light Lightning. (Protecting against static.) Dale 
Archibald. December, p.6.
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Local Area Networks. (The equipment required to con­
nect computers together in a local environment.) Philip 
C. Levi. November, p.7.
Microcomputer Security Risks. (How to protect 
sensitive data from loss and unauthorized access.) 
William H. Fisch. February, p.5.
Protecting Your Data. (Tape-cartridge backup systems.) 
Dale Archibald. September, p.5.
Ten Ways to Protect Microcomputer Disks. (How to pro­
tect floppy disks from damage and loss of data.) Dale 
Archibald. May, p.5.
Total On-line Tax and Accounting Library. (How to sub­
scribe to the Lexis computerized tax, legal, and 
accounting research service.) January, p.3.
Traditional Publishing Steps. (Understanding how 
desktop publishing differs from conventional publish­
ing.) Arthur J. Lodge, Jr. January, p.5.
Marketing
The Accountant as Diagnostician. (How to ask the right 
questions.) Mike McCaffrey. December, p.5.
New Client Incentives: Good or Bad? (Part 1). (What firms 
think of using financial incentives to promote market­
ing activity.) Michael A. Schoenecker. March, p.3.
New Client Incentives: Good or Bad? (Part 2). (A look at 
the types of incentive programs firms are using.) 
Michael A. Schoenecker. April, p.3.
Small Business Owners’ Information Sources. (Knowing 
where clients get information can aid in marketing.) 
March, p.6.
Service Areas
An Insight into the Financial Planning Needs of Profes­
sional Women. Myrna E. DeJesus. August, p.5.
Business Planning—The Proactive Way. (How to help cli­
ents determine what is working and what needs to be 
improved.) Carl M. Alongi. November, p.5.
The Family Business: Building the Future (Part 1). (How to 
counsel clients regarding bringing in the next genera­
tion.) Jay H. Loevy. April, p.1.
The Family Business: Building the Future (Part 2). (How 
to counsel clients regarding transfer of control.) Jay H. 
Loevy. May, p.6.
Free Consulting Services Help Wisconsin CPAs. (The 
Wisconsin Institutes program to assist small-business 
people.) F. Michael Arnow. July, p.5.
How to Help Small-Business Clients Secure Loans. M. 
Kevin McRae. June, p.4.
Managing Financial Wellness. (Tips on managing per­
sonal resources and finances.) Charles H. Armstrong. 
December, p.3.
MAS Practice Basics. Nancy G. Britt. October, p.2.
Providing Management Advisory Services. (Obtaining 
help from the MAS division.) January, p.8. □
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